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The Voice  
of the  
Meeting Planner 

*DestinationMAP 2013 
     What Are Meeting Planners Saying About..  
 RFP Process 
 Site Selection 
 Economic Conditions  
 Technology / Social Media  
 Destination Perceptions  
 
 
5 Things To Know: 
Methodology Note:  
• Question types vary throughout the survey. 
• Select multiple answers 
• Or same set of questions for different sets of 
destinations 
• Therefore multiple ratings may exist  

The RFP Process Is Noisy… 
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(Hotels & National Sales offices)   (Online & Offline) 
…And Getting Noisier 
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2011: 1.5 RFPs per lead 
2013: 1.7 RFPs per lead 
On Average ….  
 
DMO’s receive 1 of 5  group leads 
Site Selection  
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 Top “Very Important” When Considering A Meeting Site 
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What Planners Consider “Very Important” in Meeting Site Selection 
 Top Ratings  
 Easy for delegates to get to 
 
 Food and Lodging Costs 
 
 Travel Costs to Location 
 
 Convenient Airline Service  
 
 Good Hotels  (highest ranking) 
 
 
 
 DestinationMAP 2013 Vol. 1;  40 North American Meeting  Mkts;  Selection from 26 Characteristics 
Top/Bottom USA Cities by “Good Hotels” 
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“Very Likely” Deterrents for Destination/City Site Selection 
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Economic Conditions 
Impact of Economic Conditions 
Impact of Current 
Economic Conditions 
2009 2011 2013 
Will negotiate more 
discounts/concessions 
73% 68% 66% 
Will shop value/price more 66% 64% 58% 
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Other Key Trends 2009 - 2013 
Impact of Current Economic 
Conditions 
2009 2011 2013 
Will select destinations that have strong 
"business" reputation 
18% 21% 39% 
Will avoid destinations with reputation for 
gambling/nightlife 
18% 31% 28% 
Will use more lower-tier hotel facilities 20% 18% 13% 
Will replace geographic sites with webinars 17% 8% 4% 
DestinationMAP 2013 Vol. 1;  40 North American Meeting  Mkts;  Impact of Econ Conditions 
“Very Important” Considerations for Planners 
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Technology/ Social Media  
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Wi-Fi Required for Lrgst Meeting Sees Exponential Growth  
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Meeting Planner Engagement in Social Media 
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Social Media’s Role in 2013’s Site Selection 
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All Digital Sources Role In 2013’s Site Selection 
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Destination Perceptions  
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High and Low Perception Ratings for 2013   
Consideration For Future Meetings 
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Recap :  
• Less ‘value shopping’ 
• More experience focused 
• Noisy RFP process 
• Importance of connection/visibility to planners 
• Stay informed on key topics of interests for your 
destination and adapt 
 
Slides: www.HotelNewsNow.com   
Questions:  bbaldwin@str.com  
Thank you!  
